communicators have supplemented mobile telephones, thus expanding the devices available for m-commerce transactions.
Across the globe, mobile communications access does not correlate perfectly with per capita income or computerized Internet access. In Table 1 , we have arranged a select group of North American, European Union, and Asian countries according to descending order of mobile telephony access. As can be seen from the rank orderings, the countries with the highest mobile communications access are not always the richest or the most Internet-using countries. While the correlation between Internet use and GNP is high and significant (Spearman rho=.51, p<.01), the correlations between mobile access and GNP or mobile access and Internet access fail to reach statistical significance. Countries such as Australia and Canada -strong adopters of the Internet -are positioned relatively low in terms of mobile phone adoption. United States, in particular, which is also a pioneer in e-commerce, ranks quite low in terms of mobile access.
This means that many of the initial applications of m-commerce are likely to emerge in Europe and Asia, although technology derived from U.S. sources could power many of these applications. The context and the authorship of the papers in this special issue reflect this global character of m-commerce. Views and analyses originating from Europe, Asia, and North America are represented in the special issue.
CHARACTERIZING M-COMMERCE APPLICATIONS AND SERVICES
A mobile network has many advantages over fixed voice or fixed PC-based data networks. These include the lower levels of investment for building infrastructure, lower costs of developing and provisioning services, and lower costs and greater ease of using services. Even in regions with difficult geography or poor economic conditions, mobile networks can be designed and implemented in far quicker and cost-efficient ways than fixed networks. Mobile networks are also more scaleable -the network size can be expanded quickly as demand rises.
As a result, mobile phones have lower fixed costs than fixed phones, the payback period for the investment in mobile networks is relatively short, and mobile networks can break even with a much smaller subscriber base.
With pre-payment a frequent option, mobile networks are able to reach users with limited resources -users who do not have established credit and billing histories. Of new mobile communications users in 1999, 70% in Thailand and 100% in Malaysia were prepaid users (The Economist 1999) . In certain cultures where sharing of tools and resources are common and valued, sharing of mobile handsets is easier than sharing of fixed phone or fixed data networks A critical determinant of the success of m-commerce strategies is how well the mcommerce providers understand the variety of roles that people could play in the busy lifestyles and work styles of today. Table 2 depicts the complex combinations that result from a person's location (work, home, other), his or her prescribed or self-ascribed role (professional and on duty, or private and off duty), and the stance (in terms of time commitment and busyness). Table 2 that the primary benefit sought from m-commerce technologies is usually dependent on the stance, in terms of time commitment and busyness. The specific nature of the desired benefit would, however, also depend on the location of the user and the role s/he is in. Consider two settings where an individual is away from office or home -the location is "other" -and is waiting for a bus. In the first instance, the person is on a job-related trip and is waiting for a bus to the airport. In such a setting, the person is much more likely to use the "time on hand" for a productivity-oriented application (adjusting the appointment calendar, reorganizing slides in a presentation) than for an entertainment application. The same individual, while waiting for a tour bus at a vacation destination, is likely to turn to the m-device for entertainment.
It is clear from
In designing and evaluating m-commerce applications -in addition to the typical demand, cost, and competitive analyses -the m-commerce provider must also study the locationstance-role dynamics (such as the ones shown in Table 2 The importance of situation dependency (see Table 2 ) is explored in depth in Figge Stroborn, Frank, Heitmann, and Leibold also address the issue of payments in their paper "Internet Payments in Germany: Classificatory Framework and Empirical Evidence". Their perspective, however, is from the consumer side -they attempt to explain consumer acceptance of payment systems. After noting that there are distinct differences in payment habits across various European countries, they specifically focus on Germany. Like Lupp and Gerstheimer, they note that new payment systems have been high on technical sophistication and low on customer orientation. Based on a panel of German consumers, they note the consumer preference for conventional payment systems such as credit cards. This is because low costs, easy handling, security and guarantees are important.
CONCLUDING REMARKS
Like e-commerce that preceded it, the important question about m-commerce is not about whether it will happen or not. The key questions are about the forms that m-commerce will take, the policy and competitive conditions under which m-commerce would thrive, and the potential responses of users to various m-commerce formats.
Papers in this special issue focus on these details -the forces and mechanisms that would shape the character of emergent m-commerce. By doing so, the papers in this special issue set the stage for practitioners who want to develop m-commerce ventures with strong market appeal.
These papers also set an implicit research agenda -an agenda that requires cooperation across business and technical disciplines in terms of understanding competitive processes and user contexts. We hope the work presented here will help advance both the state of practice and the state of research pertaining to m-commerce. 
